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SEE Journal differences in managerial styles between men and women. First, the theory on women's involvement and roles in family businesses is outlined in the literature review. Next, based on the theoretical background, four propositions are presented and a methodological approach is outlined. Third, the results are discussed covering the managerial role of women and different gender-based roles in family firms. Finally, the paper is closed with conclusions and implications for further research.
Literature Review
Traditional gender roles are often present in family businesses. Walters (1982) suggested the prevalence of the dominant father figure and a subordinate mother figure throughout family businesses. Lyman et al. (1985) stated that the working environment in family businesses displays cultural traditions that place women, including wives, mothers, and daughters (Ponthieu & Caudill, 1993) and men in different social positions and different work and family responsibilities. Evaluation of the real contribution of men and women to the family's economic well-being therefore includes a mix of paid employment and unpaid family work (Voydanoff, 1990) , often unequally distributed between genders. A number of wives simultaneously (1) hold employment somewhere else, (2) manage a household, and (3) work in the family business, juggling three layers of obligation (Rowe & Hong, 2000) .
Involvement in a family business means being part of the family-business core structure: the role of family members in the business, how bonded the members are and how the business defines itself in relation to the outside world (Kellermanns et al., 2008) . If a family member is not adequately recognized in running the business this creates dissatisfaction, tensions, and in the end clashes of values and beliefs about the operation of the business and the involvement, tasks and rewards for family members (Danes & Amarapurkar, 2001; Frishkoff & Brown, 1993) . Prolonged and unresolved tensions may eventually have a destructive effect on the viability of family business and the health of family and business relationships (Danes et al., 2002) . However, for Danes & Olson (2003) , tensions and conflicts can either foster a constructive climate that focuses resources on targeted goals, leading to growth and/or continued success (Cosier & Harvey, 1998; Danes et al., 1999) or they can create an environment marked by a lack of trust and fellowship (Steier, 2001) .
Some authors analyze the advantages and disadvantages for women in family firms (Frishkoff & Brown, 1993) , including flexible work hours, access to influential positions in traditionally male-dominated industries, job security, professional challenges, and opportunities for personal growth (Barnett & Barnett, 1988) . However, family firms can also involve gender stereotyping and discrimination like that found in society at large (Jaffee, 1990; Salganicoff, 1990) , including the popular view that the male partner is the entrepreneur while the female partner does the bookkeeping in the back room (Dumas, 1998) . This attitude leads to the fact that even important contributions from women to the family businesses will not be properly recognized in terms of job titles or salaries (Gillis-Donovan & MoynihanBrandt, 1990; Lyman et al., 1985) . Marshack (1994) found that 80% of male co-owners in husband-wife businesses advocated a stereotypical masculine gender-role orientation and 76% of female business co-owners supported a stereotypical feminine gender-role orientation. Women are seldom considered as successors in family businesses (Dumas, 1998; Haberman & Danes, 2007) , even more so in traditional societies where instead of daughters sons-in-law usually take over their spouse's family firm (Lee et al., 2003) . Even in Western societies there is a history of choosing successors to family firms by subjective criteria, predominantly gender (Barnes, 1988) ; as for the UK, Martin (2001) concluded that not one appointed a female successor. On the other hand, Allen & Langowitz (2003) found that companies managed by women are on average 10 years younger than those led by men but twice as productive. The entry of women to the leading positions in family businesses does have a multiplicative effect, as Barnes (1988) concludes that women serve as role models for other female family members who then consider family business an attractive career choice.
Gender roles in family firms are changing, but when a woman chooses a nontraditional role, tensions often surface (Freudenberger et al., 1989; Hollander & Bukowitz, 1996; Lyman et al., 1996) . As entrepreneurship has emerged as a career choice for both men and women, the choice has disrupted conservative traditions about worklife balance and family obligations (Greenhaus & Callanan, 1994) . As wives' influence in businesses clearly increases when they work within them (Wicker & Burley, 1991) , that relative influence can be a source of conflicting .
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Family Business as a Career Opportunity for Women perceptions and can create tensions for the family business (Rodriguez et al., 1999; Sharma, 2004) .
Work-family issues at the intersection of business and family systems within family businesses are a particularly fertile area of conflict (Harvey & Evans, 1994) , with five sources of conflict: justice, role, work-family balance, identity, and succession conflict (Danes et al., 2000; McClendon & Kadis, 1991) . The existence of more than one decision maker in a family business will, in time, create some level of disagreement and tension (Kaye, 1996) fuelled by the different conflict resolution styles between men and women (Danes et al., 2000) . Poza & Messer (2001) describe six different types of roles adopted by spouses of successful family firms: jealous spouse, chief trust officer, partner or co-preneur, vice-president, senior advisor, and free agent. Curimbaba (2002) reported that Brazilian women occupied either a professional, invisible, or anchor role in their firms. Due to the small convenience samples these studies mainly provide an indication of the varying types of women's roles. However, it is mostly expected from women to occupy the second rank or to head one of the business functions, traditionally finance and accounting or sales.
Methodology, Propositions and Sample
A sample of family firms was compiled from the public directory of all Slovenian SMEs. A random selection of 200 companies was made and asked through a phone call whether they considered themselves family businesses or not. Out of 200 companies, 107 explicitly confirmed themselves to be family businesses (Birley, 2001) ; we then used guided questionnaires to gather data. Certain criteria were put into place to be sure that firms have observable gender roles: (1) at least five employees, (2) at least two family members employed, (3) having been in business for a minimum of three years to have a certain The analysis of data is based on the following sections: (a) demographics on the family firm, (b) data on the manager, (c) data on the key woman in the firm (if she is not the CEO).
Since this was one of the first studies on the role of women in family firms in Slovenia and it can be argued that findings from other countries would generally be applicable despite different histories, cultures and traditions of gender issues, four propositions were developed from the literature survey and some fragmented findings from past surveys:
P1. Women are underrepresented as CEOs compared to men in family firms but dominate in second-level managerial positions (Cole, 1997; Fitzgerald & Muske, 2002) .
P2. Women in family firms would exercise a different, softer style of management due to the differences in their values, personal traits and experience (Dumas, 1998; Poza & Messer, 2004) .
P3. Non-CEO women see many opportunities for improvements they would implement if they had a chance to run the family business (Frishkoff & Brown, 1993; Barnett & Barnett, 1988; Allen & Langowitz, 2003) .
P4. Although their contribution in the family firms is generally not adequately recognized, women still see many opportunities for themselves in family firms (Rowe & Hong, 2000; Curimbaba, 2000; Barnes, 1988) .
As presented in Table 1 , family firms are mostly active in trade/retailing, but they are also reasonably represented in manufacturing and construction. Most companies were incorporated businesses and percentages are comparable with the official data of similarly sized companies in Slovenia.
On average, participating companies employed 12.8 employees. Approximately half of the sample (51.4%) employed up to two family members, while the remainder employed at least three relatives. As expected, the vast majority of businesses were under the ownership control of the family, managed mostly by men in CEO positions (83.2%) and only 15 % of participating companies were in business twelve or fewer years, while the remaining companies were older. One particular family business with no family ownership was recently sold to a multinational holding company but family members still retained managerial positions. In the case of sole proprietors, only one member of the family actually owns the business, yet he or she can hire other members or outside employees. Some gender-based characteristics of the observed groups within the sample are given in Tables 2 and 3 . As can be observed in Table 2 , the women are on average younger than the men in the sample. There is no important difference between CEO women and key non-CEO women regarding age and years of experience. .
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Family Business as a Career Opportunity for Women A possible drawback of Slovenian family firms is the large share of these firms originating from the crafts sector, which had intensive development during the 1980's with a more liberal economic policy. This crafts tradition provides a conservative view on some factors of success (Vadnjal & Glas, 2008) : education of the managerial staff, market orientation vs. product infatuation, acceptance of modern technology, etc. Having mostly first generation family firms in the sample, there is hardly any difference between the education of founders and the acting managers, as it is often expected in family businesses that the younger generations hold a higher level of formal education. On the other hand, as presented in Table 3 , women in the sample tend to hold significantly higher levels of formal education than men (χ2 = 11.64; DF = 5; α = 0.04).
Women as Managers in Family Firms
In some earlier work (Glas et al., 2006 ) the differences in life and work values among the generations were studied and the second generation was found to be more inclined towards the modern concept of a work-life balance. Looking at life and work values among gender specific groups in family firms, some differences were found as well (Vadnjal & Zupan, 2009) . Work values confirm some of the expected characteristics of women that might influence their managerial styles, although few values are significantly different in terms of gender. More details on managerial styles can be found in the self-evaluation on the 25 characteristics of their behavior at work, using a 6-point Likert scale with 1 -Not true, to 6 -Completely true. The list of characteristics has been borrowed from research on Slovenian managers (Mihelic, 2006 ) that will enable further comparison beyond the scope of this article. In Table 4 , these characteristics are ranked according to the average scores of all answers and added test results with the null hypothesis "There is no difference between both samples", where the difference between men and women managers was statistically significant at the 5% level (P<0.05) Our research (Table 4) has shown some patterns:
• highly ranked characteristics are a mixture of "hard"
and "soft" traits • female CEOs have generally evaluated themselves with the highest grade -this could be either explained by their over-confidence or by the assumption that they really have to be superior to men to climb to the top position • the exceptions to this pattern are few but interesting: male CEOs should be more creative and innovative, they are superior in creating visions and they behave in a more competitive way; however, they also act more nervously and worriedly, which might put them under stress and has a negative impact on their well-being • non-CEO women fall significantly behind the female CEOs but also behind male CEOs, with the exception of some highly "feminine" characteristics: they are more good-hearted, credible and trustful, kind, benevolent, understanding, compassionate and generous; it could be also added that they are more thorough as an assumed trait of women These results confirm the assumption that the "female" managerial style would differ from that of male CEOs. Female CEOs seem to be a rather select group, and not like other women; again, either as a result of the duties and challenges they faced at the top or the very selective process that demands that they be superior to men to be trusted as CEOs. The ultimate mark of different managerial styles is presented by the statements of non-CEO women about what they would change in the way of managing and running the family firm if they became CEOs on the 5-point Likert scale. In Table 5 , the number of non-CEO key women are provided that certainly agree with the changes (4=strongly agree and 5=completely agree) and the mean value. .
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Women would exercise change in many aspects of management:
• their focus would be on communication in the firm, quality of products/services, support for employees' ambitions and teamwork -this quality is already a high level of concern of family firms according to our survey and other research on family firms in Slovenia, while the other three items seem quite "feminine."
• there would be more attention on the education of employees, more informal and relaxed relationships (women are the proponents of such an approach since they least support more formal hierarchy)
• there is no high priority given to provide more work flexibility for employed mothers which might disappoint, if firms have not already done a lot in this respect.
• women would not seek support from other female entrepreneurs -they do not stress gender and they feel quite self-confident in the broader entrepreneurial community -this finding supports the practice in Slovenia, where women rarely make separate groups and do not stress the gender aspect in creating networks, but strive to become an equal part of broader networks;
• women would care for the ethical aspect of business, but there is no intensive focus given to the social responsibility of the business, charity or community development, which is partly surprising.
The findings do not give a very high level of support to the proposition of a significantly different approach by women to management and business issues. This approach is marked more by the general situation of entrepreneurship in Slovenia, where the culture, overall business climate and government policies are not perceived as business-friendly. Gender is not the prime concern, and women would not forge "a revolution" in firms if they became CEOs.
Family Firm: A Career Opportunity for Women?
It has been found that women's contributions to the family firm are not really recognized and rewarded, and that they would also change a number of issues in the formal structure of family firms, including their management style and the climate among employees. However, women who did not decide to pursue a CEO position or were not appointed as successors in their family's firm, and therefore have or had a realistic chance to be employed elsewhere, still find a number of advantages in being employed in the family firm as compared to non-family firms. This view is shared also by women entrepreneurs who prefer the challenges of an entrepreneurial career. All key non-CEO women were asked to assess the potential advantages on a 5-point Likert scale. Women were very affirmative in assessing the advantages of family firms, mostly related to enhanced autonomy and flexibility, while financial advantages were not really confirmed (Table 6) .
Non-CEO women feel more equal to men since they mostly perform meaningful duties in the firm. However, this fact also means that they share more responsibilities in the firm and possibly do not have time for family. Due to their role in the firm, key non-CEO women have assessed these advantages as relatively high. Family firms that are on average still fairly small mostly do not offer good formal career prospects, while they allow women more control over their work and relationships. 
